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[bookmark: _GoBack]ABSTRACT
This research work titled “the impact of sales promotion on customers patronage (A survey of customers in Kaduna North local government).The objective of the study is identify the best promotional tools to use in carrying out sales promotion and drawing the  attention of the customer and the ignorance of sales promotion by the dealers. The objective of the study is to find out if customers respond positively to sales promotion and to find out if sales promotion activities influences the patronage of a company’s product the researcher used questionnaire for data collection for the study and sample size of 50 out of the total population of 100. the findings of the study revealed that sales promotion activities influences the patronage of a company’s product and the promotional tools to use for creating awareness is the combination of different techniques. Lastly the study recommends that sales promotion activities should be carried out using different techniques and there is need for proper understanding of sales promotion 
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CHAPTER ONE 
INTRODUCTION
1.1 Background of the study
Sales promotion involves the marketing activities other than advertising, publicity or personal selling, that stimulate consumers’ purchase and dealer effectiveness. The success of any organization largely depends on customers’ patronage.
Before any product or service can be sold, the use of promotional technique and communication is very necessary for achieving the target objectives of that organization. The customers are very important in this present era, this is because without the consumers there will be no marketing and promotional activities of products for effective sales promotion, the consumers have to be aware of that product before it can be patronized for rapid sales.
Sales promotion is any initiative undertaken by an organization to promote an increase in sales, usage or trial of a product (i.e initiative that are not covered by the other elements of the marketing communications or promotional mix). Sales promotion are varied often, they are original and creative and hence a comprehensive list of all available techniques is virtually impossible (since organizational sales promotion are launched daily). There are                                                              some of the examples of popular sales promotion activities for examples-: tasting of  food and drink at sampling points in supermarkets.
Discounted prices: the reduction in the price of a product within a short period of time. Competitions and prize draw, in Newspapers, Magazines, on the Television, Radio and Internet, sales promotion is growing rapidly in recent years because of the consumer behavior towards the patronizing of products and services. The impact of sales promotion on customers patronage can be examined among the consumers of kaduna  north local government which the survey would be focused on household product such as soup detergent, noodles, cosmetics and toothpaste which are produced by different manufactures and use different sales promotion techniques to market their products. Sales promotion is a promotional tool directed towards awareness creation of a product and to make more sales, the attitude of a consumers towards patronized of company’s product is less effective because of ignorance of sales promotion. The medium used to pass the information regarding the products also constitute for the product to be known to consumer which leads to less patronage by the consumers, product that the are displayed in that market, the sales force make use of a particular technique which may not draw the attention of the consumer towards purchase. Every firm aims to make profit. It is generally agreed that one of the keys to making profit is boosting sales. To boost sales, a substantial number of customers must choose one’s product over and above that of its competitors on a substantial number of occasions. One of the surest way of ensuring this happens is to cultivate brand loyalty to one’s product or service. 
Brand loyal consumers are more likely to choose their preferred products and /or service over its competitors on a consistent basis. Considering the fact that consumers tend to be finicky with their choices, producers of rival brands tend to be uncompromising with product or service quality while being relentless with their marketing, wiggle room for product in a highly competitive environment is little or nonexistent and the margin of error is narrow. Brand loyal consumers tend to serve as a crucial even if sometimes unconscious support base for product and/or service is the fierce battle for patronage.
For any organization therefore broadening and deepening the base of brand loyal consumers is a key objective in fashioning out any marketing strategy for the brand. Indeed, brand loyalty has been proclaimed by some as the ultimate goal of marketing (Reicheld and Sasser, 1990). Hence, this concern led to the study of sales promotion as it relates to customer loyalty. Sales promotion is inevitable for any type of organization that wants to stimulate sales. According to the American Marketing Association (AMA) defines sales promotion as “media and non media marketing pressure applied for a predetermined, limited period of time in order to stimulate trial, increase consumer demand, or improve product quality”. But this definition does not capture all the elements of modern sales promotion. Schoell and Guiltinan (1996) sees Sales promotion as any activity that offers an incentive for a limited period to induce a desired response for target customers, company sales people, or intermediaries.
Jobber (2004) simply captures sales promotion as a package of incentives to consumers or the trade that are designed to stimulate purchase. Sales promotion, a key ingredient in marketing campaigns, consists of a collection on incentive tools, mostly short term, designed to stimulate quicker or greater purchase of particular products or services by consumers of the trade (Kotler and Keller, 2009). Sales promotion plays an important role in retaining old consumers and attracting new ones. It has being established in literature that only consumers with repeat purchases are profitable (Nagar, 2009). For any country to achieve national development, several aspects of the economy are expected to change positively.
Sales promotion stimulates trial, increase consumer demand or impure product availability, and the firm use it to stimulate consumer purchase or aid dealer effectiveness. Sales promotion when directed at consumers is used to obtain the trail of a product to introduce a new or improved product to encourage repeat or greater usage by current users.
When directed at sales people it innovates sales force, stabilize fluctuating sales pattern, it educates sales force about product improvement. And when directed at resellers, it increases resellers inventories, to improve product distribution to obtain display and other support for products.
1.2     STATEMENT OF THE PROBLEM
The problem faced in the marketing is lack of awareness of the product by the consumers. The consumer purchases product that are displayed in the market but there is no proper communication  between the sellers and consumers. The dealers in that market buys products from sales men but lack knowledge of the product in the market the problem faced are:
1. lack of awareness of the products by the consumers
2. placement of the products in the shops without carrying out sales promotion and not minding if the products would be bought by the consumers on time or not.
3. the attitude of consumers toward sales promotion is less effective
4. Lack of setting place for promotional activities is also a problem because for sales promotion activities to be properly executed the place of the sales promotion should be along the central market Kawo market or place there such consumers are found in mass in other to patronize that product. Sale promotion is a promotional tool aimed at making more sales in a short time. An attempt has been made to find out the cause of why sales promotion activities are not properly executed in some particular area and why consumers perceive sales promotion negatively.
1.3 OBJECTIVE OF THE STUDY
The objective of this research work was to have extra knowledge about sales promotion and how sales promotion activities can be used to improve sales, attract customers to a product and how it can also help to improve the profit margin of a company if successful.
1. To find out if customer respond positively to sales promotions
2. To find the best promotional technique to use in  drawing attention of customers
3. To find out if sales promotion activities influences the patronage of a company’s product
4. To find out if sales promotion activities can be help meet up with competitors.
1.4 SIGNIFICANCE OF THE STUDY
The significance of the study is to ensure that the problem that constituted to the acceptability of sales promotion by some consumers mostly in kaduna north are precisely in Kawo market the researcher wants to make sure that the way sales promotion is viewed in the negative aspect should be credited completely. The study is targeted on the impact of sales promotion on customers patronage. What really instigate consumer to purchase the product, could it be as a result of free gifts, discounts or content, it will serve as a reference material for students in future who many be interested to carryout a research on sale promotion. An organization would have the knowledge of  why consumers patronize the product and how to prove their technique in carrying  out sales promotion activities. (consumers will know the relevance of sales promotion and continue in the purchase of the product. It will also serve as a pre-requisite for the award of HND in Business Administration in kaduna polytechnic.
1.5 RESEARCH QUESTIONS
1. How does customers respond positively to sales promotion?
2. In what way can sales promotion technique be used to attract attention of consumers?
3. iii. How do sale promotion activities influence the patronage of a company’s product?
4. How can sales promotion activities help to meet up with competitors?

1.6 RESEARCH HYPOTHESES
To aid the successful completion of the study, the following research hypotheses were formulated by the researcher;
H0: premium sales promotion does not have any significant impact on consumer’s patronage
H1: premium sales promotion does have a significant impact on consumer’s patronage
H02: there is no significant relationship between sales promotion and customer’s loyalty to a particular brand
H2: there is a significant relationship between sales promotion and customer’s loyalty to a particular brand
1.7 SCOPE OF THE STUDY
The research was centered on the pact of sales promotion on consumers patronage. The research work is conducted in the area of sale promotion activities. The research will be carried out within kaduna metropolis, around central market, Kawo market Kaduna north region. The project is conducted using survey method to source for information that will ass it the proper success of this project.
1.8 LIMITATION OF THE S TUDY
This research is focused on how sales promotion activities influences customers patronage. The researcher makes use of the survey method to gather information that will help to achieve success of this work.
The research is limited to customers in kaduna north  local government, precisely around Kawo and central market. To asses what constituted to the impact of sales promotion on consumers patronage in kaduna North local government. Time available for the completion of this project will be managed towards achieving the purpose of conducting the research work.
1.9 DEFINITION OF TERMS
The definition of terms used in the project are clearly stated and properly defined.
SALES PROMOTION:  the marketing activities that add value to the value  to the product for a limited time period to stimulate consumer purchasing and dealer effectiveness.
ADVERTISING:  is any paid form of non- personal presentation and promotion of idea, goods, and or service by an identified sponsor”.
PUBLICITY: Non- personal stimulation of demand for a product service or business unit by planning commercially significant news about it at a published medium either Radio or televisions that is not paid for by sponsor.
PERSONAL SELLING: it is the face to face interaction between the seller and the buyer.
PROMOTIONAL MIX: these are tools used by companies in marketing their products to customers/consumers. Which are sales promotion, personal selling, advertising and publicity.
CONSUMER: an individual  who is brand loyal to a products or service of a particular producer or manufacturer.
MARKETING: it is the identification of needs creating means of providing the product and service toward satisfying the consumer at profit.
COMMUNICATION: the process of passing information, ideas signals, to an individual that is understood as a result of receiving a feedback
PRODUCT: anything that is offered for attention, used and consumption.
SERVICE: it is intangible products that is offered to consumers without being felt but enjoy the service rendered

1.9 ORGANIZATION OF THE STUDY
This research work is organized in five chapters, for easy understanding, as follows 
Chapter one is concern with the introduction, which consist of the (overview, of the study), statement of problem, objectives of the study, research hypotheses, significance of the study, scope and limitation of the study, definition of terms and historical background of the study. Chapter two highlights the theoretical framework on which the study is based, thus the review of related literature. Chapter three deals on the research design and methodology adopted in the study. Chapter four concentrate on the data collection and analysis and presentation of finding.  Chapter five gives summary, conclusion, and recommendations made of the study.



CHAPTER TWO 
REVIEW OF RELATED LITERATURE
2.1 Introduction
Promotion is one of the key factors in the marketing mix and has a key role in market success. Promotion is used to ensure that customers are aware of the products that the organization is offering. The promotional mix is the combination of the different channels that can be used to communicate the promotional message to the consumers. The channels that can be used are: advertising, direct marketing, public relations, publicity, personal selling, sponsorship and sales promotion (Rowley, 1998). Formerly, sales promotion was sometimes considered as an activity of less importance; but today, companies increasingly make use of sales promotion to promote the marketability of their products. All businesses need to communicate to the customer what they have to offer (Jobber & Lancaster, 2006). Sales promotion can be defined as „special offers (Peattie, 1998). More specifically, referring to the institute of sales promotion, it is a range of tactical marketing techniques designed within a strategic framework to add value in order to achieve specific sales and marketing objectives (Bunn & Banks, 2004). According to Bruncl (1990), sales promotion excludes all paid media advertising, but includes techniques like coupons, self-liquidating offers, bargain packages, gifts, sampling and points of purchase promotions and displays. Sales promotion works as short-term incentives to encourage purchase of a product or service (Kotler, Brown, Adam, &Amstrong, 2006), therefore is value to the customers in a short – term orientation. It essentially aims to stimulate demand during the period in which it is set (Peattie&Peatie, 1995; Lehman &Winer, 2002, Walsh 2000). The potential benefits of using sales promotion could range from attracting new consumers from competitors to persuading consumer to switch to brands with higher profit margins or simply inducing existing customers to buy more. Since the end of Second World War, the insurance industry in the world over has experienced remarkable growth. Concurrent with the growth has been significant changes within the industry. The Nigerian insurance industry is not affected by this general malady. The growth of multiple line transition introduction of package policies, the universal banking system, grassroots insurance, the variable annuity, growth life insurance, universal life policy, changes in regulatory framework, continued expansion of the social security system and the involvement of government as a provider of private insurance are all part of the changes with which the insurance industry must contend with. Although the future of insurance industry in Nigeria appears bright, a number of unresolved problems still exist; of particular interest is the insurance marketing system, which has affected the consumption of insurance products. In Nigeria, this problem seems to be even more pronounced because of the level of literacy of the Nigeria populace. Insurance policy has remained one of the least purchased items within the financial market. Records reveal that about only 10percent of the Nigerian population have insurance of any sort (Mordi, 1990;Oworen, 1991; Wilson, 2004). In general, this negative marketability of insurance products has become a problem not only to the insurance industry, but has also affected economic development. The problem has existed for a long time and has increased somewhat with the sophisticated of the Nigerian society which has grown knowledgeably in recent years (Ibok, 2006). However, the increase importance of insurance industry as a provider of financial services and investments funds in the capital market is especially pronounced in developed economies whereas in many developing countries is still very low. Looking at the various sectors of Nigerian economy and taking insurance industry as a case study, it is an undisputable fact that insurance industry were set to achieve certain specific objectives such as profitability, expansion, and return on investments and so on. For such organization to achieve its objectives maximally in the competitive world there is need to incorporate marketing mix into its management portfolio Over the years, many organizations embarked on various promotion activities that will increase the patronage of their customers and on those promotional programmers that will make them acquire large percentage of share of the market. They also embarked on the promotional programmes in order to increase their profit and satisfy their shareholders profitably, since wants and satisfaction have generally replaced the necessity of fulfilling the basic physiological requirement. As a result of this development, customers become more selective in their choice of service been rendered by various insurance firms, which will eventually satisfy their wants. A good promotional programme is therefore needed to reach the customer and also to motivate them for more understanding in patronizing the industry 
2.2 THE CONCEPT OF SALE PROMOTION
Sales promotion is basically a marketing technique employed to maximize increase in sales within a period of time (M2). Kotler defines sales promotion as a key ingredient in marketing campaigns consisting of a diverse collection of incentive tools, mostly short term, designed to stimulate quicker or greater purchase of particular products or services by consumers or the trade. According to Egan, sales promotion is the offering of an incentive to make people act. By its very nature, it is tool ‘urgency’, designed to encourage buyers act immediately before it is too late. It has the function of ‘acceleration’ being designed to increase the volume of sales by directly influencing the decision-making process and influencing the ‘speed of decision’. Sales promotion offers buyers additional value, as an inducement to generate an immediate sale. These inducements can be targeted at customers, distributors, agents and members of the sales force. Sales promotion is traditionally referred to as below-the-line communication because unlike advertising, there are no commission payments from the media owners with this marketing communication tool. The promotional costs are borne directly by the organization initiating the activity, which in most cases is a manufacturer, producer or service provider. Also, Lee cited in Egan suggests that sales promotion is driven by four main factors in marketing effort. These four factors are basically the strategic premises that do trigger the use of sales promotion. He believes that sales promotion is used:
· As a reaction to competitor(s) 
·  as a form of inertial–this is what we have always done 
·  as a way of meeting short-term sales objectives 
·  as a way of meeting long term object
According to Shimp, sales promotion is any incentive used by manufacturers to induce the trade (wholesales, retailers or other channel members) or consumers to buy a brand and to encourage the sales force to aggressively sell it. Shimp believes that when such incentives are given, promotion has the power to influence the behaviour of the buyers. This knowledge alone does not make the organization embark on sales promotion. It must have a goal. Such goals may be to:
· inform 
· remind 
· create awareness about a new product 
·  increase sales 
·  block competitors 
·  combat competitors 
·  decongest excess stock 
· neutralize or disrupt competition 
· target a specific segment 
·  reward loyal customers 
·  encourage brand switching
Most marketing scholars strongly assert that these goals of sales promotion are short term oriented. However, Peattie and Peattie are of the opinion that sales promotion can be of a long term if it is value adding. It is value-adding when unique or remarkable value is added by offering something to augment fundamental product price like the premium (gift). These have potential to add value over the longer term. On the basis of this line of thought on sales promotion, Peattie and Peattie allude to the fact that sales promotion can alter a brand perception in the market place. This becomes highly imperative as marketers have begun to deploy sales promotion not only consistently but building their brand values and perception on it as a strategic platform. Dozie observation registers a sharp contrast with the conventional western marketing wisdom which established that sale promotion is not to be deployed for brand building. This idea conceives sales promotion as a mere tactical tool for maximizing increase in sales. It does not portend any good for effective performance of brand outside sales. It can be deduced from the above marketing philosophy on sales promotion that this should be a universal marketing wisdom as regards the deployment of sales promotion. However, marketers in Nigeria are utilizing sales promotion in a massive and extensive manner to construct and reconstruct their brand image and perception with the intention of achieving a competitive edge in the market areas. This poses a challenge to the position of western marketing scholars who believe unreservedly that sales promotion is ineffective in brand building efforts. As a matter of fact, Corfman and Ragubir cited in Kazim and Batra remark “offering sales promotion programs to support products penetration into the market on constant basis is more likely to lower a brand evaluation of value.” In Nigerian marketing context of today, this marks a departure from the globally held sales promotion.
2.3 SHIMPS PRINCIPLE OF CONSUMER MOTIVATION IN SALES PROMOTION
Shimps provides a set of theoretical assumptions which could be a sort of cumulative observations made on the effect study of sales promotion. Shimps believes that:
· Temporary price reductions can substantially increase sales 
·  The greater the frequency of deals the lower the increased sales 
·  The frequency of the deals changes the customers’ preference 
· Higher market-share brands less deal elastic 
·  Advertised promotion increase store traffic 
·  Higher quality brand tend to steal sales from lower quality brands
2.4 FACTORS THAT CONTRIBUTES TO INCREASE IN SALES PROMOTION ADOPTION IN NIGERIA
Related literature reviewed showed a rapid increase in the adoption of sales promotion as marketing strategy. The advent of industrialization and mass production, brought about the need for mass distribution or mass marketing. Business firms and marketers no longer deemed it necessary to rely solely on personal selling effort to dispose their products. Personal selling had its shortcomings. Personal selling required trained staff, or personnel or human resources in the art of salesmanship. Salesmanship itself was becoming more competitive and expensive, as expenses incurred to train and maintain salesmen in the payroll of business, firms were on the increase. And this being the case, Advertising became a new selling tool, catering to a mass market. Advertising  came and strenghthened selling or reinforced the selling effort. Nkem (1999). Nkem (1999) further noted that as time passed, many business firms realized that as economic conditions changed, advertising cost soared higher and higher. Business firms became uncomfortable with the high cost of advertisement. This gave rise for consideration of a new selling tool. This of course implied that business organizations needed another selling tool which can give products that aggressive or extra push required, to bring about increased sales and profit. Therefore, it became obvious that sales promotion provided the answer. Business firms and marketers therefore had no choice, than to turn to sales promotion, and sales promotion was integrated in the business firm‟s selling effort, and sales promotion became the “inthing”. Sales promotion has witnessed a “Frog Leap” in Nigeria, from a humble beginning in the 19th century, until today, catering for sophisticated Nigerian consumers. He also state that many business firms have adopted sales promotion in their marketing efforts and or marketing strategies, to satisfy Nigerian consumers. The “Frog Leap” which sales promotion  is enjoying in Nigeria’s business environment, among business firms operating in Nigeria, both local business firms and multinational corporations, came about as a result of the strong Nigerian economy of the 1970‟s, fueled by the impressive returns from the oil exports known as the “Oil Boom”. With the oil of the 1970‟s Nigerian consumers had a lot of money at their disposal and reach to buy all classes and types of goods and services. Since the 1970‟s till today, sales promotion had been a major component of the marketing strategy and had contributed immensely in the successful execution of marketing strategies and campaigns, being an important ingredient of corporate marketing plan, Nkem (1999). Nkem (1999) identified “price consideration” as another major factor that contributed and sustained the rapid increase of sales promotion by industry and business organizations. In a currently depressed and inflation-torn Nigeria, “price resistance” by consumers is a common occurrence at the market place in today‟s Nigeria. Since consumers are resisting price increase at the market place, marketers and business firms have no alternative than to turn to sales promotion, as a way out. Even if the product is a high quality or desirable product, business firms must have to woo, induce and entice consumers with free gifts in order to draw consumer patronage, ensure their loyalty and repeat purchases, for their products and services. Further review of literature indicates that other motives for carrying out sales promotion activities includes to, introduce or launch a new product, attract new customers, in a competitive market situation, increase sales and to increase the inventories of business buyers, Schwartz (1973). Some other authors however noted that a firm may also use more subtle sales promotion strategies as part of it‟s long-range plan to maximize consumer patronage. These strategies, which made up the firm‟s public relations policy, have as their immediate objective the promotion of good will and understanding between the business and the public. Schwartz (1973), agreed that the image a business has affects all aspects of its operation. He further stressed that good relationship with all the firm‟s “publics” are helpful in winning greater acceptance in the market place. Based on Schwartz findings it became evident that companies in trying to use sales promotion tools as a marketing strategy and as part of its long-range plan to maximize consumer patronage, increase the rate of usage of sales promotion.
2.5 CONSUMER PERCEPTION
Most consumer perception research deals with perceptual interpretation. This is fundamental to issues of perceived product and service quality. Perceptual judgments begin with selective attention to perceptual stimuli in the marketing landscape. Through selective exposure and attention, consumers form basic images of brands, products, and marketing communications. They draw basic perceptual inferences about the attributes of these marketing stimuli. Through learning and experience, consumers eventually form summary perceptual judgment that links the sensory stimuli to outcomes they consider probable; because consumers acquire information selectively, marketers must examine such issues as perceived quality and PCI in developing an understanding of particular consumers’ perceptual judgments of particular market offerings.
2.6 PROSPECTS AND PROBLEMS OF SALES PROMOTION
Sales promotion has bright prospects in the country‟s business and services. Sales promotion is critically important for achieving success in the marketing of goods and services. Marketers, business firms and governmental organizations e.t.c. must go for sales promotion to give an “extra-boost” to their products and services. Prospects abound in sales promotion and as such, organization and individuals are encouraged to go for sale promotion. The gains of sales promotion are plenty, made up of a basket-full of goodies, big returns on investment (profit) and plenty reserve to be ploughed back into the operation of the firm, for purpose of survival, growth, development, stability and diversification pursuits Nkem, (1999). He (Nkem, 1999) further mention or gave ten (10) problems facing sales promotion in Nigeria as follows:
 (i) Shortages of goods and services: This is a problem in sales promotion for instance Nigerians are going through economic crucible now because of the downturn in Nigeria’s economy, due to the erosion of the buying power of the Naira, and bad management of Nigeria’s economy, occasioned by inept corrupt and inefficient managers. 
(ii) Unreliable Postal Services Due to the unreliable postal (communication) services in this country, called Nigeria, free gift items should be inserted in the package known as “package inserts‟ or “in-pack,” depending on the size or the gift items. 
(iii) Activities of unscrupulous Nigerian Businessmen, compounded by the so called Nigerian factor are limiting factors in successful sales promotional activities, as free-items or give always meant for consumers or users of products and services do not reach consumers, because the free give away items are taken, sold and in some cases converted for personal use by agents, dealers, distributors and other classes of middlemen – (Wholesalers and retailers). There are cases of stealing and dis-honesty and of course are problems that militate against successful operation of sales promotion.
 (iv) Poor Quality Packages  In certain cases the packaging of made in Nigeria products are poor in quality and as such cannot promote the sale of made-in Nigeria products that are in competition with imported or foreign products. In other to sustain the growth and encourage rapid adoption of sales promotion in Nigeria, business firm operating in Nigeria should improve the quality of the packages of their products. Conscious of the fact that packaging being a component of promotion also communicates silently to its target market or consumers, while protecting product(s), increasing the shelf-life of products or serving as containers for product(s). 
(v) “Price-off-Promotions” Price off promotions are difficult to operate in Nigeria, with unstable market prices and no fixed retail prices. The market place abounds with frequent price fluctuations. This is a problem of sales promotion. 
(vi) “Point of Sales Promotion” We have witnessed all lands of points of sales promotion. These are laden with problems. For instance, Cadbury PLC producers of Bournvita had carried out sales promotional activities using “free Cup” in their Bournvita promotions and due to this so  called Nigerian factor and unscrupulous Nigerians that lack conscience, the “free cup” never got to the ultimate consumer(s). This is a problem of sales promotions. 
(vii) The Seventh Problem is that Currently in Nigeria, no realistic effort is being made to give the consumer what he actually needs, in terms of product varieties, in various seizes, with utility and needs satisfying, goods and services that can guarantee brand loyalty or hold in check consumers from brand switching.
 (viii) The eight problem is that sales promotion suffers immensely during product rationing. This situation convert6s to a seller‟s market and thus consumers lose their sovereignty and this factor jeopardizes marketing concept or philosophy. 
(ix) The ninth problem is in terms of achieving high sales volume, profit is usually limited by the inability of the organization to meet target sales or high demand for products/services because of obsolete and problem ridden product equipment, machinery and facilities, that are responsible for low production output in industries. All these problems and more are the hindrances towards achieving effective sales promotion in Nigeria.

2.7 THEORETICAL REVIEW: PUSH STRATEGY OF SALES PROMOTION
The push theory of sales promotion techniques supports that you promote your goods to middle-men comprising of wholesalers and retailers, who will then pass the wares along to their consumers. A “push” promotional strategy makes use of a company’s sales force and trade promotion activities to create consumer demands for a product. The producer promotes the product to the wholesales, the wholesalers promote it to the retailers and the retailers promote it to the consumers.
 Pull strategy of sales promotion 
The consumers are the main target of pull strategy of sales promotion. It requires a massive advertising spending to generate awareness for the sales promotion campaign. The idea is to attract the target market for massive sales within a period of time. Sales promotion using pull strategy also enables organization to reward their loyal customers.
 Combination of pull and push strategy
 Marketers can also combine the push and pull strategy of sales promotion to engage the realities of the market place. The blending of the two strategies is dictated by the nature of the market in which a brand exists. Marketers do study and analyze the dynamics of the market place to determine the sales promotion strategy that will be deployed at a given time.
 Game theory: Bertrand’s model One model of duopoly is the strategic game in which 
· the players are the firms 
·  the actions of each firm are the set of possible outputs (any nonnegative amount) 
· the payoff of each firm is its profit.
Bertrand competition: describes interactions among firms (sellers) that set prices and their customers (buyers) that choose quantities at the prices set. It initially argued that when firms choose quantities, the equilibrium outcome involves firms pricing above marginal cost and hence the competitive price. However, Bertrand argued that if firms chose prices rather than quantities, then the competitive outcome would occur with price equal to marginal cost. The model rests on very specific assumptions. There are at least two firms producing a homogeneous (undifferentiated) product and cannot cooperate in any way. Firms compete by setting prices simultaneously and consumers want to buy everything from a firm with a lower price (since the product is homogeneous and there are no consumer search costs). If two firms charge the same price, consumers demand is split evenly between them. It is simplest to concentrate on the case of duopoly where there are just two firms, although the results hold for any number of firms greater than 1. A crucial assumption about the technology is that both firms have the same constant unit cost of production, so that marginal and average costs are the same and equal to the competitive price. This means that as long as the price it sets is above unit cost, the firm is willing to supply any amount that is demanded (it earns profit on each unit sold). If price is equal to unit cost, then it is indifferent to how much it sells, since it earns no profit). Obviously, the firm will never want to set a price below unit cost, but if it did it would not want to sell anything since it would lose money on each unit sold.
2.8 DESIGNING AND MANAGING SALES PROMOTION
For sales promotion manager to make his function(s) more effective, he must be forward-looking, imaginative, dynamic and rationalistic in his decision-making. These attributes or characteristics will contribute immensely in making him perform his duties efficiently, enabling him to move his department forward, thereby achieving target(s) and or accomplishing corporate goals and objectives, by generating sales and profits for his organisation. Nkem (1999). There is a wide spread acknowledgement from related literature reviewed, that sales promotions are often mismanaged. Wills, Cheese, Kennedy and Rushton (1984), agreed that the main reason for bad management of sales promotions is that the overall expenditures are not properly recorded. According to them, the inability and failure to manage sales promotion activities appropriately, arises with the confusion marketing managers have about the exact nature and purpose of sales promotion. These authors stated that some companies regard sales promotion as part of advertising, some as part of sales force expense, others as a general marketing expense. Wills and his group, further stated that the loss of unity sales revenue from special price reductions is often not recorded at all by some companies. To assure more effective management of an organizations sales promotion expenditure, Will‟s and his group 1984, advised that companies should, firstly, see that current spending must be analyzed and categorized by the type of activity, such as special packaging, and special point of sales. The authors maintained that in conducting sales promotion, the objective(s) for such promotion must be clearly stated, such as trails, repeat purchase, distribution, display, a shift in buying peaks or combating competition in a specified manner. After these two major steps above as Wills and his group noted, the following procedures must always be followed. 
· Select the appropriate technique 
·  Pre-test the ideas 
· Mount the promotion and 
· Evaluate its impact in depth.
 In the with the above recommendation, Kokler 1980, recommends that the major decision steps that companies should follow in sales promotion should be to firstly, establish the objectives, select the tools, develop the program, and finally, evaluate the consumer response. To make it clearer, we shall briefly discuss the above steps to see how effective they appear, when applied to a sales promotion program.
2.9 Ethical Considerations
The ethical dimensions of sales promotion campaigns in Nigeria can be examined from two silent perspectives the consumer perspective and the manufacturers or seller’s perspective. In the Nigerian context, it is clear from these two perspectives that all is not well with the ethical considerations or dimensions of sales promotion campaigns. We say this because, from the facts available, the euphoric and “loving” relationship between sales promotions and consumers in Nigeria has been replaced by a love hate relationship. The trust and confidence the consumers had for the companies that use sales promotions as a marketing tool have been replaced by cynicism, mistrust and suspicion. What we have now, therefore, is more or less a situation in which Nigeria consumers are increasingly coming up with many criticisms, accusations or attacks against sales 60 promotions campaigners and consequent defense by these companies Nwosu (2001). Among the documented accusations against sales promotion in Nigeria by consumers is that companies who use them to boost or play on the gullibility of Nigerians, especially children and the larger percentage of the Nigerian population that are still uncritical, undiciphering, or functionally illiterate. Sales promotion campaigns have also been accused of being less than true and generally unfair Okumuyide (1980). Companies that engage in sales promotions have further been accused of not honouring faithfully all the offers they made in their sales promotion campaign efforts Dike (1992). Marketers or companies that engage in sales in Nigeria promotions have also been accused of offering much but giving out or redeeming little Nnona (1993). Some consumers even believe that the winnings and the winners in most sales promotion campaigns in Nigeria are fixed in advance or manipulated Nwosu (2001). These skepticisms, criticisms and abject attacks of sales promotion campaign efforts in Nigeria seem to have been lent credence by some actual reported or alleges cases of fraudulent activities among some companies that use sales promotions in the country as part of their marketing efforts. One of such cases is the alleged case of fraud leveled against the 7up express promotion campaign which was really scandalous. The 7up Bottling Company was alleged to have failed to give away some of the 13 Jetta executives cars set offered as star prizes to the consumers during its campaign. Some Nigerian newspapers in reporting this scandalous allegation of fraud even supported their reports with the point that the Nigeria Stock Exchange on account of this suspected fraud queried the company and even threatened to black list it or penalize it in other ways. The scandal or alleged fraud forced the 7up Bottling Company to put up an advertisement in an attempt to clear itself. The advertisement carried the names and address of winners, as well as the registration and chassis numbers of the cars won by them. National Concord, (1992). A further indication that some sales promotion campaigns in Nigeria have not been quite ethical is the on-going practice or trend in which the companies involved now have in-built defensive actions and policies in their campaigns that will help to portray them as ethical. While this may be seen just as a response to the barrage of attacks they have been facing with respect to their sales promotion efforts, an African adage says there can be no smoke without fire. Defensive marketing like defensive driving is after all embarked upon to avoid existing potholes or dangers that may lead to disaster or failure. Nwosu (2001). Binitie (1992) states that the defensive activities and policies adopted by companies that use sales promotion in Nigeria include using top government officials, traditional rulers and other celebrities to select winners and award prizes as a way of gaining consumers trust and building credibility. Some of these companies have also gone further to debar their staff and relations from participating in sale promotion competitions for prizes. In sales promotion competitions for prizes. In addition, the companies are devising and adopting relatively cheat-proof techniques or strategies to combat the attacks of wanton cheating in their sales promotion campaigns.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Research design 
The researcher used descriptive research survey design in building up this project work the choice of this research design was considered appropriate because of its advantages of identifying attributes of a large population from a group of individuals. The design was suitable for the study as the study sought to examine the impact of sale promotion on customer’s patronage
3.2 Sources of data collection 
Data were collected from two main sources namely:
(i)Primary source and 
(ii)Secondary source 
Primary source:
These are  materials of statistical investigation which were collected by the research for a particular purpose. They can be obtained through a survey, observation questionnaire or as experiment, the researcher has adopted the questionnaire method for this study.


Secondary source:
These are data from textbook Journal handset etc. they arise as byproducts of the same other purposes. Example administration, various other unpublished works and write ups were also used. 
3.3 Population of the study 
Population of a study is a group of persons or aggregate items, things the researcher is interested in getting information on the study the impact of sale promotion on customer’s patronage. 200 staff of coca cola plc Kaduna branch was selected randomly by the researcher as the population of the study.
3.4 Sample and sampling procedure
Sample is the set people or items which constitute part of a given population sampling. Due to large size of the target population, the researcher used the Taro Yamani formula to arrived at the sample population of the study.
n= N
    1+N(e)2
n= 200
1+200(0.05)2
= 200
1+200(0.0025) 
= 200               200
1+0.5      =      1.5       = 133.
3.5	Instrument for data collection 
The major research instrument used is the questionnaires. This was appropriately moderated. The secretaries were administered with the questionnaires to complete, with or without disclosing their identities. The questionnaire was designed to obtain sufficient and relevant information from the respondents. The primary data contained information extracted from the questionnaires in which the respondents were required to give specific answer to a question by ticking in front of an appropriate answer and administered the same on staff of the two organizations: The questionnaires contained about 16 structured questions which was divided  into sections A and B.
3.6  Validation of the research instrument
The questionnaire used as the research instrument was subjected to face its validation. This research instrument (questionnaire) adopted was adequately checked and validated by the supervisor his contributions and corrections were included into the final draft of the research instrument used.
3.7  Method of data analysis
The data collected was not an end in itself but it served as a means to an end. The end being the use of the required data to understand the various situations  it is with a view to making valuable recommendations and contributions. To this end, the data collected has to be analysis for any meaningful interpretation to come out with some results. It is for this reason that the following  methods were adopted in the research project for the analysis of the data collected. For a comprehensive analysis of data collected, emphasis were laid on the use of absolute numbers frequencies of responses and percentages.  Answers to the research questions were provided through the comparison of the percentage of workers response to each statement in the questionnaire related to  any specified question being considered.
Frequency in this study refers to the arrangement of responses in order of magnitude or occurrence while percentage refers to the arrangements of the responses in order of their proportion. 
The simple  percentage method is believed to be straight forward easy to interpret and understand method.
The researcher therefore choose the simple percentage as the method to use.
The formula for percentage is shown as. 
% = f/N x 100/1 
where f = frequency of respondents response 
N = Total Number of response of the sample 
100 = Consistency in the percentage of respondents  for  each item  contained in questions.




CHAPTER FOUR
PRESENTATION ANALYSIS INTERPRETATION OF DATA
4.1 Introduction
Efforts will be made at this stage to present, analyze and interpret the data collected during the field survey.  This presentation will be based on the responses from the completed questionnaires. The result of this exercise will be summarized in tabular forms for easy references and analysis. It will also show answers to questions relating to the research questions for this research study. The researcher employed simple percentage in the analysis. 
DATA ANALYSIS 
The data collected from the respondents were analyzed in tabular form with simple percentage for easy understanding. 
A total of 133(one hundred and thirty three) questionnaires were distributed and 133 questionnaires were returned.
Question 1
Gender distribution of the respondents. 




TABLE I 
	Gender distribution of the respondents

	Response
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	77
	57.9
	57.9
	57.9

	
	Female
	56
	42.1
	42.1
	100.0

	
	Total
	133
	100.0
	100.0
	




From the above table it shows that 57.9% of the respondents were male while 42.1% of the respondents were female. 
Question 2
The positions held by respondents
TABLE II	
	The positions held by respondents

	Response
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Accountant    
	37
	27.8
	27.8
	27.8

	
	Marketers   
	50
	37.6
	37.6
	65.4

	
	Sale personnel’s     
	23
	17.3
	17.3
	82.7

	
	Managers        
	23
	17.3
	17.3
	100.0

	
	Total
	133
	100.0
	100.0
	



 The above tables shown that 37 respondents which represents 27.8% of the respondents are accountants, 50 respondents which represents 37.6 % are marketers, 23 respondents which represents 17.3% of the respondents are sale personnel’s, while 23 respondents which represents 17.3% of the respondents are managers.
4.2	ANSWERING RESEARCH QUESTIONS
Question 1: How does customers respond to sales promotion?
Table 4.2:  Respondent on question 1
	Options
	Frequency
	Percentage

	Positively 
	50
	40

	Negatively
	33
	20

	Undecided
	50
	40

	Total
	133
	100


From the responses obtained as expressed in the table above, 40% of the respondents said yes, 20% said no, while the remaining 40% were undecided.

Question 2: In what ways can sales promotion technique be used to attract attention of consumers?
Table 4.3:  Respondent on question 2
	Options
	Yes
	No
	Total %

	Through Distribution of Samples
	133
(100%)
	00
	133
(100%)

	By giving a Discount Coupons
	133
(100%)
	00
	133
(100%)

	By organizing a competition for consumers
	133
(100%)
	00
	133
(100%)

	By doing a refund when necessary
	133
(100%)
	00
	133
(100%)


From the responses obtained as expressed in the table above, All the respondents constituting 100% said yes to the options provided. There was no record of no.

Question 3: How do sale promotion activities influence the patronage of a company’s product?
Table 4.4:  Respondent on question 3
	Options
	Yes
	No
	Total %

	It helps to disseminate information to the potential customers.
	133
(100%)
	00
	133
(100%)

	It helps to attract new customers, to reward loyal customers and to increase the repurchase rates of occasional users
	133
(100%)
	00
	133
(100%)

	It helps to encourage the customers to try a new product 
	133
(100%)
	00
	133
(100%)

	It yield faster responses in sales than advertising
	133
(100%)
	00
	133
(100%)

	It helps to disseminate information to the potential customers.
	133
(100%)
	00
	133
(100%)


From the responses obtained as expressed in the table above, All the respondents constituting 100% said yes to the options provided. There was no record of no.

Question 4: How can sales promotion activities help to meet up with competitors?
Table 4.5:  Respondent on question 4
	Options
	Yes
	No
	Total %

	By branding the product
	133
(100%)
	00
	133
(100%)

	By putting the consumers of the product first
	133
(100%)
	00
	133
(100%)

	By being after customer satisfaction
	133
(100%)
	00
	133
(100%)

	By being open to review from prospective customers
	133
(100%)
	00
	133
(100%)


From the responses obtained as expressed in the table above, All the respondents constituting 100% said yes to the options provided. There was no record of no.

Question 4: There is no significant relationship between sales promotion and customer’s loyalty to a particular brand
Table 4.5:  Respondent on question 4
	Options
	Frequency
	Percentage

	Agree
	40
	30

	Strongly Agree
	50
	40

	Disagree
	26
	20

	Strongly Disagree
	17
	10

	Total
	133
	100


From the responses obtained as expressed in the table above, 30% agreed, 40% strongly agreed, 20% disagreed, while the remaining 10% strongly disagreed.
Question 5: There is no significant relationship between sales promotion and customer’s loyalty to a particular brand
Table 4.6:  Respondent on question 5
	Options
	Frequency
	Percentage

	Agree
	40
	30

	Strongly Agree
	50
	40

	Disagree
	26
	20

	Strongly Disagree
	17
	10

	Total
	133
	100


From the responses obtained as expressed in the table above, 30% agreed, 40% strongly agreed, 20% disagreed, while the remaining 10% strongly disagreed.

Question 6: Premium sales promotion does not have a significant impact on consumer’s patronage
Table 4.7:  Respondent on question 6
	Options
	Frequency
	Percentage

	Yes
	73
	70

	No
	33
	20

	Undecided
	27
	10

	Total
	133
	100


From the responses obtained as expressed in the table above, 70% said yes, 20% said no, while the remaining 10% were undecided.

TEST OF HYPOTHESES
There is no significant relationship between sales promotion and customer’s loyalty to a particular brand 
Table III	

	there is no significant relationship between sales promotion and customer’s loyalty to a particular brand

	Response 
	Observed N
	Expected N
	Residual

	Agreed
	40
	33.3
	6.8

	strongly agreed
	50
	33.3
	16.8

	Disagreed
	26
	33.3
	-7.3

	strongly disagreed
	17
	33.3
	-16.3

	Total
	133
	
	



	Test Statistics

	
	there is no significant relationship between sales promotion and customer’s loyalty to a particular brand

	Chi-Square
	19.331a

	Df
	3

	Asymp. Sig.
	.000

	a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 33.3.


Decision rule: 
There researcher therefore reject the null hypothesis that state that there is no significant relationship between sales promotion and customer’s loyalty to a particular brand as the calculated value of 19.331 is greater than the critical value of 7.82  
Therefore the alternate hypothesis is accepted that state that there is a significant relationship between sales promotion and customer’s loyalty to a particular brand. 
TEST OF HYPOTHESIS TWO
Premium sales promotion does not have any significant impact on consumer’s patronage.

Table V
	premium sales promotion does not have any significant impact on consumer’s patronage

	Response 
	Observed N
	Expected N
	Residual

	Yes
	73
	44.3
	28.7

	No
	33
	44.3
	-11.3

	Undecided
	27
	44.3
	-17.3

	Total
	133
	
	




	
Test Statistics

	
	premium sales promotion does not have any significant impact on consumer’s patronage 

	Chi-Square
	28.211a

	Df
	2

	Asymp. Sig.
	.000

	a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 44.3.



Decision rule: 
There researcher therefore reject the null hypothesis that  state that premium sales promotion does not have any significant impact on consumer’s patronage as the calculated value of 28.211 is greater than the critical value of 5.99 
Therefore the alternate hypothesis is accepted that state that premium sales promotion does have a significant impact on consumer’s patronage.


CHAPTER FIVE 
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 Introduction
It is important to ascertain that the objective of this study was to ascertain the impact of sales promotion on customer’s patronage.
In the preceding chapter, the relevant data collected for this study were presented, critically analyzed and appropriate interpretation given. In this chapter, certain recommendations made which in the opinion of the researcher will be of benefits in addressing the challenges of sales promotion and customers patronage.
5.2 Summary
It was discovered that the overwhelming majority of the respondents were motivated by the prizes to be won during the sales promotion; thereby confirming the opinion that the promotional messages influence consumers’ purchase decision. When the field managers were interviewed, they both itemized a number of benefits of sales promotions that acted as undermining factors for the use of sales promotions which was actually in line with what Shimp mentioned. They also affirmed that the above mentioned strategies are often used to make sales promotion effective. The responses from the respondents revealed that sales promotion actually increases market share of these products and consequently, increase the brand’s competitive advantage. The attempts by these organizations in building competitive advantage through sales promotions were successful. Though respondents were motivated by promotional messages to participate in the sales promotions, they are also willing to stay true to their brand. This motivation or incentive is what Egan says sales promotion is all about “Sales promotion is the offering of an incentive to make people act”. 
5.3 Conclusion
Whilst some researchers found a positive relation between sales promotion and customers patronage (Anderson et al (1999; Kumar et al (2005), others found otherwise (Vecchio et al. 2006). For this study, the researcher found a positive and significant relationship between sales promotion and customers patronage. The study concluded that 1 percent increase in sales promotion was associated with 0.44 percent increase in sales turnover. In other words, a 100 increase in sales promotion was associated with a 44 percent increase in sales turnover. However, when it comes to non-financial performance, the study found that sales promotion did not significantly affect new product development. 
5.4 Recommendations
Haven completed the study, the researcher recommends that 
i. Since it has empirically investigated there is a significant connection between media advertising and consumers‟ patronage of insurance business. 
ii. Personal selling is a significant determine of customers‟ patronage of insurance business; that is insurance firm must now go out of their offices to meet good clients, and even present such prospective customers with gifts and other incentives in order to attract their deposits and patronage. 
iii. Sales promotion significantly affects consumer‟s patronage of insurance business; the sales promotion objectives of the industry or firms should determine its promotional strategy. The researcher suggest further that in order to achieve the objectives of developing favourable association as well as to impress customers‟, a suitable strategy should be designed to promote the image of the particular industry or firm. 
iv. Direct marketing significantly influence consumers‟ patronage of insurance business; direct marketing as a tool of communication should be explore and properly entrenched in all areas of operation of the insurance industry to increase the patronage.
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APPENDIXE
QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE (s) ON A QUESTION
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]	Female [  ]
Age 
18-25	[  ]
20-30	[  ]
31-40	[  ]
41 and above [  ]
Educational level
WAEC	[  ]
BSC/HND	[  ]
MSC/PGDE	[  ]
PHD		[  ]
Others……………………………………………….. (please indicate)
Position
Accountant	[  ]
Marketers	[  ]
Sales personnel	[  ]
Managers	[  ]
Marital Status
Single	[  ]
Married [  ]
Separated [  ]
Widowed [  ]
Duration of Service
0-2 years [  ]
2-5 years [  ]
5 and above [  ]
Section B
How does customers respond to sales promotion?
Positively 
Negatively
Undecided

In what ways can sales promotion technique be used to attract attention of consumers?
Through Distribution of Samples [     ]
By giving a Discount Coupons [     ]
By organizing a competition for consumers [     ]
By doing a refund when necessary [     ]

How do sale promotion activities influence the patronage of a company’s product?
It helps to disseminate information to the potential customers [     ]
It helps to attract new customers, to reward loyal customers and to increase the repurchase rates of occasional users [      ]
It helps to encourage the customers to try a new product [     ] 
It yield faster responses in sales than advertising [     ]

How can sales promotion activities help to meet up with competitors?
By branding the product [     ]
By putting the consumers of the product first [     ]
By being after customer satisfaction [    ]
By being open to review from prospective customers [    ]

Premium sales promotion does not have a significant impact on consumer’s patronage
Yes [     ]
No [     ]
Undecided [      ]

There is no significant relationship between sales promotion and customer’s loyalty to a particular brand
Agree [     ]
Strongly Agree [     ]
Disagree [      ]
Strongly Disagree [     ]



